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Abstract
Halal certified products provide assurance to the consumers in particular the Muslims that the product ingredients and their
production processes are shariah (Islamic law) compliance.  Nevertheless, much left to be explored on the issue of whether the 
Halal logo itself is sufficient and sole contributor for consumers in purchasing decision. Does Halal logo guarantee on the 
marketability of the product? Does Halal logo override other attributes being considered by the customers?  This paper attempts
to review previous research on factors that influence customer into purchasing food products regardless of the product are Halal
certified.
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1. Introduction
According to IMDB World competitive yearbook 2010 reported in Bohari, Hin and Fuad (2013), Malaysia is in 
the top 10 ranking of being the only Muslim country in the rank having potential as leader in Halal industry as 
compared to other Muslims countries.  Malaysia is a multiracial country that is business-friendly to Muslim and 
non-Muslim alike. Besides, the political stability and economic growth have contributed to strengthening Malaysia 
as a chosen Halal business hub for all industries.  According to reports by Halal Industry Development Corporation 
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(HDC), the export of Halal products to Organisation of Islamic Conference (OIC) has increased from 6% in 2010 to 
9% in 2011.  Of the exports, 70% are food, beverage and ingredients.
The Department of Islamic Development Malaysia (JAKIM), a Malaysian Government institution is responsible 
on Halal certification from the establishment of the Halal logo to monitoring and enforcement of Halal guidelines. 
Rezai, Mohamed and Shamsudin (2012a) reported that the consumer has more confidence with the Halal logo 
provided by JAKIM than that of issued by its counterpart from the non-Muslim countries.  Malaysian government is 
committed in prompting Halal products as evident by the measure undertaken by them as identified in the Second 
Industrial Master Plan (1996-2005) and the National Agricultural Policy (1998-2010).  In the Third Industrial 
Master Plan, government allocates almost RM100 million to boost effort to make Malaysia as an international Halal
hub. In the recent budget 2013, SME Bank with the cooperation of Islamic Development Bank (IDB) will provide 
RM200 million to the Halal Industry Fund giving high impact to Halal product for export.  Moreover, the presence 
of many agencies in Malaysia to support the Halal industry assures the business owners and consumers on the 
marketability and the success of the Halal certified product nationally and internationally.
Products that have Halal certification provide assurance to the consumers particularly the Muslims that the 
ingredients used and the production processes are according to shariah. Nevertheless, much left to be explored on 
the issue of whether the Halal logo itself is sufficient and sole contributor for consumers in purchasing decision. 
Does Halal logo guarantee on the marketability of the product? Does Halal logo override other attributes being 
considered by the customers? This paper attempts to review previous research on factors that influence customer into 
purchasing food products despite the fact that the products are Halal certified. The outcome of this paper will 
provide insights on attributes that can possibly influence consumers on their purchases; hence may offer valuable 
feedback to the Halal product producers on how to enhance the marketability of their products and not just rely on 
the Halal certification as a saleable point.
The remainder of the paper is organised as follows.  Section 2 discusses on Halal certification and its benefit.  
Section 3 covers on Theory of Planned Behaviour and review of previous studies on consumers’ perception, 
marketing strategy and educational factor to promote Halal industry.  Lastly, Section 4 concludes the paper.
2. The meaning of Halal, Halal certification and its benefit
According to Halal Malaysia, the definition of Halal as stated in the Trade Description Order (Usage of the Term 
“Halal”) 1975 is as follows:
“When the term is used in relation to food in any form whatsoever, in the process of trade or commerce as an aspect 
of trading or part of an aspect of trading for the referred to food, the terms ‘Halal’, ‘Guaranteed Halal’ or ‘Muslim 
Food’ or any other terms that may be used to indicate or may be understood as meaning to indicate as permissible 
to be consumed by Muslims and allowed in their religion for the referred to food to be consumed, must therefore 
mean the following, that is, the food for which such terms are being used: a) does not stem from or consists of any 
part of or item from animals that are forbidden to Muslims by Islamic law, or animals that have not been 
slaughtered according to Islamic law; b) does not contain any substance that is considered impure in Islamic law; 
c) is not prepared, processed or manufactured using equipment or utensils that are not free from impurities”.
Halal certification in food industry context refers to the examination of food processes (preparation, slaughtering, 
ingredients used, cleaning, handling, processing and storage), including transportation and distribution. Halal 
certification can only be obtained when the food has been verified as nutritious and prepared from permissible 
ingredients in a clean and hygienic manner (Badruldin et al., 2011). Halal is a product attribute that cannot be 
verified by an individual consumer even after consuming the goods. Thus, Halal certification illustrates industrial 
convention, one of mechanisms of quality conventions and coordination that may be used to signal quality.  
Industrial convention refers to the compliance with standards, indicating that Halal certified product is conforming to 
the Halal standard.  Industrial convention with the other mechanisms: market, civil and domestic conventions were 
identified by Sauvee (1998). These mechanisms can be used to define and recognize quality of the product and to 
solve problem with quality uncertainty (Vannopen, Van Huylenbroeck, & Verbeke, 2004). Market conventions are 
related to supply-demand relation and price while civic convention is about the collective principles to which actor 
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adhere. Domestic conventions on the other, is a face-to- face relationship and personal trust over past transactions.
Since the nature of Halal is intangible and credence, the Halal quality is dominated by civic and domestic 
conventions. For instance, buying at the Islamic butcher even without Halal identification indicates that the
consumers do trust on product through personal interaction with strong preference to deal with individual of known 
reputation (Verbeke, Rutsaert, Bonne, & Vermeir, 2013). Civic convention is driven by religious aspect that Halal
credence quality is associated with good intention and act that an actor is willing to share above personal interest.  
Lever and Miele (2012) showed that Halal meat status in France gains trust from the consumer via the business 
commitment in donating parts of the business profit to charity.  
On understanding Halal principles and practices, one may realize that Halal concept is also related to green.
Halal certification focuses on the hygienic, quality, and safety aspects of the food and its preparation; while green 
management focuses on reducing the negative impact of human activities towards the environment.  Green 
management or known as Environmental Management System (EMS) aims to provide assurance to the stakeholders 
that their business operations are environment compliance – managed and controlled according to the EMS 
guidelines.  Among the benefits of EMS are cost reduction on waste management, savings in energy and materials
consumption, low distribution costs and improved corporate image among regulators, customers and the public.  The 
similarities between green management and Halal certification is presented in Razalli, Abdullah and Yusoff (2012)
that both emphasized on waste management, education, water in terms of supply and drainage and lastly energy in 
terms of ceiling, lighting, ventilation and temperature. The finding by Ruzevicius (2012) indicated that consumers in 
Lithuania, a non-Muslim country consider Halal food as healthy and safe to be consumed however the majority 
acquires more information on the quality of the Halal products.
3. Literature review
3.1. Theory of planned behavior
The theory of planned behavior (TPB) is an extension of the theory of reason action with the inclusion of
perceived behavior control.  Jaffar and Musa (2013) posited that TPB model is one of the most influential and 
popular framework in studies concerning prediction of behavior from attitude variables. TPB consists of three 
components namely, a) attitude towards behavior, b) subjective norm and c) perceived behavioral control, which 
links between belief and behavior.  The theory states that attitude toward behavior, subjective norms, and perceived 
behavioral control, enable to shape an individual's behavioral intentions and behaviors. Simply put, a person who 
believes that if a particular behavior is positive and his significant others such as family members or close friends
expect him to perform that behavior, he will perform that behavior. Such behavior however, is determined by his 
perceived ease or difficulty of performing the behavior and is subjected to factors that may facilitate or impede his 
behavior performance (Ajzen, 1991). The relevance of TPB in Halal concerns help to explain the purchasing 
behavior of the consumer towards Halal certified product.
3.2. Perception and awareness on Halal certified product
In consistent with the theory of planned behaviour, Halal certification can increase the confidence level of the 
consumer. Survey study performed by Al-Nahdi and Islam (2011) showed that perceived behaviour control is the 
most influential component that influence Malaysian Muslims to support Halal restaurants.  As such, a growing 
number of restaurant operators seek Halal certification to gain more customers among the observant Muslims and 
health conscious individuals who look for foods that are prepared according to shariah principles.  Omar, Mat, 
Imhemed and Ali (2012) investigated the direct effects of Halal product to actual purchase based on sample of 
international Muslims consumers from various universities in Malaysia.  Confidence is reported as the most 
influential factor in the actual purchase of the Halal product.  Abdul, Ismail, Mustapha and Kusuma (2013) reported
that SME entrepreneurs in Indonesia perceived Halal certification as a mean to promote customers satisfaction, 
confidence and trust.  It will also help boost their market share and increase competitiveness. Similar results were 
obtained by Abdul, Ismail and Mustapha (2013) on Malaysian SMES entrepreneurs. The evidence suggests that 
Halal certification could assist companies to build up the confidence and attract consumer to buy their products, this 
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is consistent with the findings of Abdul et al. (2009) that show Halal logo convinces the customers on the Halalness 
of the food consumed. Ishak et al. (2013) found that university students who frequented kopitiams (coffee shops) 
perceived a kopitiam as a Halal outlet regardless of its legal status of Halal certification from JAKIM.
The non-Muslim entrepreneurs are also encouraged to provide Halal food and seek Halal certification based on 
several reasons.  Firstly, the use of Halal logo and certification system in Malaysia is seen to be the interest of 
Muslim consumers, The certification enables Muslims to make an informed choice of their purchase and to select 
goods without doubt of their Halal status (Habib, 2012).  Secondly, Halal certified business owners could guarantee
their products not only fulfill Halal requirements, but also are in accordance with strict hygiene practices (HCCP) –
hence quality products. Razalli et al. (2012) found from their survey study on EDC-UUM staff, that Halal
certification is environmental friendly and closely related to human resource issues in the following aspects: (1) 
personnel qualification, (2) employee motivation, (3) multi-skillness of employees, (4) efficiency, (5) 
environmentally conscious and (6) cost saving.  Thirdly, Halal certified products, as a marketing tool can help the 
businesses to secure bigger market shares as Halal food is suitable for both Muslims and non-Muslims.  The 
Director- General of JAKIM reported that the word Halal is no longer the sole property of Muslims but has now 
expanded into international markets, where trading communities are generally composed of non-Muslims (S. Aziz, 
2010).
Evidence also shows that consumers are willing to pay more to buy the Halal certified products. Verbeke et al.
(2013) who performed survey on Belgium consumers on purchasing meat. The researchers identified that the 
Muslim customers are willing to buy Halal certified meat at premium from Islamic butchers than from the 
supermarkets that have no assurance of Halal status. This can signify the importance of Halal certification to build 
customers’ confidence in purchasing Halal food.  
3.3. Marketing strategy 
Halal logo on product is an indicator in particular to Muslims that the food can be consumed with confidence. 
Nevertheless, Halal logo alone either stamped on the product packaging or displayed on the wall is insufficient.  
Labeling plays a role in providing necessary information for the consumers in making purchasing decisions
(Caswell, 2006).
Numerous survey studies have been conducted in Malaysia to investigate if Halal certification increases
consumer confidence in purchasing decision. A study showed that Halal logo is insufficient to customer as they also 
seek information on product ingredients (see: Dali, Sulaiman, Samad, Ismail, & Alwi, 2007). Since the Halal
attribute refers to its origin, the nature and the processing method, the credibility of the quality needs to be clearly 
informed through an indication on-pack or on-label. Karijn Bonne and Verbeke (2006) showed that Muslims
customer in Belgium rather chose to buy non-Halal meat from supermarket because it has information on hygiene 
and control of the meat that is not available from Halal meat sold by the Islamic butcher.  Similar finding was 
reported by Mohamed, Rezai, Shamsudin and Chiew (2008) that customer decide to buy only after reading the list of 
the ingredients although the product has been Halal certified. The finding suggests that Halal logo on the product is 
not an exclusive determinant in purchasing and detail information on the ingredient is indeed important particularly 
for the global market.  Similarly, the findings of Ireland and Rajabzadeh (2011) suggest that the Muslim consumers
in UAE have less confidence on the status of wholesome Halal in food.  Their results are consistent with the theory 
of planned behavior that the perceived behavior control has caused the customers not to consume the Halal food due 
to other unsatisfactory factors.   In an effort to overcome the lack of information on product, Anir, Mohd, Nizam and
Masliyana (2008) have shown the needs of RFID- a Halal tracking system, so that customers can locate product 
efficiently than via Short Messaging System (SMS) or Halal website (e-Halal).
An interesting finding from Bonne and Verbeke (2008) indicates that consumer trust on the Halal status of the 
meat is not associated with the frequency of the Halal meat consumption.  This finding suggests that higher sales of 
the Halal products are not because of higher level of consumer confidence of these products. Isfahani, Pourezzat, 
Abdolmanafi and Shahnazari (2013) found that other elements influence the consumer in making purchasing 
decisions despite the products are Halal certified and shariah compliance. This is because consumers look at the 
intrinsic and extrinsic attributes of the product in buying decision (Caswell, 2006). Person with intra-personal and 
inter-personal religiosity, in fact also concerns on the product price and quality and less likely to make impulsive 
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purchase decision (Mokhlis, 2006). Similar findings was reported by Yousaf and Malik (2013) that Pakistani 
universities students categorized as highly religious are more price conscious in purchasing but regardless of 
religiosity level, they are quality conscious. Y. A. Aziz and Vui (2012) performed a survey study on non-Muslims 
in Klang Valley also reported that other than Halal awareness and Halal certification, their purchase intention are 
influenced by marketing promotion and brand. In addition, a well-known product brand and availability of 
information on the ingredients enhance the customers’ confidence.  Their findings suggest that brand plays a role in 
determining the confidence level of the consumer on the Halalness of the product.
Barone and Decarlo (2003), on their reviews of past research, conclude that agriculture product lacking in 
product differentiation should use a marketing strategy that deviates from the physical product itself.  The current 
strategy is solely based on price that creates pressure to the business profit margin. They suggested that businesses 
should adopt three strategies to influence consumer purchasing behavior: a) utilizing non-substantive product feature 
involving advertisement with pictorial or celebrity spokesman and associating product with positive image; b) 
adding irrelevant product features that do not make the product perform better such as the introduction of flaked 
crystal into coffee and the term silky into shampoo; it does not make the coffee taste better or hair become silkier
and c) applying signal to influence consumer perception on quality of the product.
3.4. Education
The successfulness of Halal certified product also relies on how well the consumer understands the principles of 
Halal and its benefits to the consumer.  Educating the consumer is essential to highlight the significance of 
consuming Halal food, not only to the non-Muslims but to the Muslims as well.  Consumers need to understand
better about: a) the procedures of Halal food production and its benefits; b) the credibility of Halal logo through
understanding procedures of post certification; c) the roles of JAKIM and other Halal agents in promoting the 
marketability of the Halal certified products.
Rezai, Mohamed and Shamsudin (2012b) reported that the non-Muslim consumers perceived Halal procedures
of animal slaughtering is inhuman; even though Islamic way of human slaughtering is one of the best way as it 
causes less pain compared to captive bolt stunning (Schulze & Hazim, 2001). Despite the fact that Muslims should
practice Islam as a way of life, some argue that one’s religion does not determine his purchasing behaviors.
Muhamad and Mizerski (2010) stated that person who followed a particular religion may not practice wholly as 
required by that religion.  For instance, a Muslim who celebrates Eid, a festival celebrating the end of fasting and 
performance of religious rituals in the month of Ramadan, may not have performed the religious practices in the first 
place.  Similarly, their purchasing intention and behavior may not be influenced by their religious rules, beliefs and 
regulations. A study on Pakistani consumer by Salman and Siddiqui (2011) identified that highly committed 
Muslims lack on Halal awareness – as food is consumed so long it does not visibly contain haram ingredients.
Rajagopal, Ramanan, Visvanathan and Satapathy (2011) found that students from United Arab Emirates (UAE) also 
have a lack of awareness on types of product brand that have Halal certification.  While some seek Halal logo to 
verify the Halalness of the product, others surprisingly just make assumption that food products from Islamic 
countries are Halal nonetheless. A survey study on Muslim consumers of a city in Malaysia by Ahmad, Abaidah 
and Yahya (2013) showed that the Muslim consumer have less concern on the Halal status, instead emphasized 
more on other factors such as price and environment.  The results of the studies as mentioned show that consumers 
need to be updated on the latest information on Halal products/services in market. The information dispersed not 
only through appropriate and formal channels but also through interaction with religious community as evident in 
Mukhtar and Butt (2012).  Evidence provided by Aris (2012) on Istihalah suggests further evidence on the limited 
knowledge among the consumers. The Islamic Organisation for Medical Sciences (IOMS) adopted the definition of 
Istihalah as changing the nature of the defiled or forbidden substance to produce a different substance in names, 
properties and characteristics.  Aris (2012) have shown that majority of  the university students under the 
investigation never heard of Istihalah while others are not aware that Istihalah products are halal.
One of the means to educate is through commercial or advertisement so that the business owners could promote 
their Halal brands to the consumer.  Advertisement can develop brand identity by stimulating awareness and 
perception (Fill, 2009). Food producers and suppliers should also involve in Halal education.  According to Bohari 
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et al. (2013), weaknesses in Halal industry mainly come from the food producers and suppliers.  Among highlighted 
are that food producers have a lack of knowledge and training on product development as Halal product are less 
attractive and products do not follow labeling requirements particularly the product shelf life. In addition, the food 
producers and suppliers also lack understanding and awareness on customer preferences.  These evidences were 
proven by Issa, Hamdan, Muda and Jusoff (2009) as food producers in Malaysia moderately practice the Halal 
principle as indicated by their adherence to Halal labeling and awareness of Halal food production.  
4. Conclusion
The reviews from previous studies show that educational program and marketing tool are important mechanisms
to promote the success of Halal industry. Both the entrepreneurs and consumers need to be educated on the principle 
of Halal and to enhance their understanding on Halal production from the selection of materials until the products
are ready to be consumed.   Various channels can be used to enhance their knowledge; advertising can reach the 
general public, conducting courses and training in relating to product costing and marketing help the entrepreneurs
to focus on eye-catchy attributes of the product. Educating the consumer should be among the utmost agenda in 
promoting Halal certified product.  Not only educating the non-Muslims on Halal can be challenging, but changing
the mindset of the Muslims on the issues of Halal products is a different story altogether. 
All parties need to play different roles with the common goal of making the consumer aware of the significance 
of Halal food consumption. This also calls for the Islamic Department of all the states in Malaysia to disperse the 
latest information on the Halal products to the Muslims in line with the practice of Islam as a way of life. Such 
continuous effort of dispersing information on the latest issues of Halal products/services would certainly assist 
consumers to be more conscious and well informed in making wise decision on their food/service consumptions.  It 
is hoped that their awareness and better understanding on Halal products/services would also create higher 
purchasing power that in return perpetually compel the non-certified firms to pursue on Halal certification. JAKIM 
also need to improve the quality of its services in terms of tangibles, reliability, responsiveness, assurance and 
empathy.  Overall, the successfulness of Halal industry requires coordination and participation of various parties and 
strategic marketing strategies in addition to other various contributing factors in putting “Halal “ as one of the 
attributes that consumer consider in purchasing products/services.
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